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Abstract In this study, information search methods and user interface types provided to users were
investigated for the top 100 e—commerce services selected by Statista and the National Retail
Federation. And the characteristics of each type were derived by analyzing the interaction method of
the user's manipulation with the visualization elements constituting the interface. The research results
are as follows. First, as the information provision method, spread format was more often used as the
number and hierarchy of information increased, and drop—down and mega menu methods were used
more often as the number and hierarchy of information decreased. Second, as a visual classification
method according to the information hierarchy, the background color, font change, and line were often
used, and there were many cases where the background color and line were used at the same time.
Third, there were various elements such as background color, text color, and line as an interaction
method for user manipulation, and two or more of them were applied at the same time the most. This
study is meaningful in that it defines the characteristics of each type through the analysis of the types
of interfaces for e—commerce information search and items that can be the selection criteria for

detailed elements.
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Active Passive

Directed | (a) Searching | (b) Monitoring

Undirected (c) Browsing | (d) Being Aware

Fig. 1. Modes of Information Seeking
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Table 1. Common characteristics by menu reclassification of test subjects

ey el Morh_Guidne Do - Vition Glene
Hover Interaction ) Method
- - o o Megav dr? p/D'r op ;r(;i/nliiorét(/llzfocrlf hdixgd/Sifl gle Font color/Arrow and angle tyI];I)Te]?Igceon
down/Curtain Transparency. Tyoe(Line/Color/Ar brackets/Mixed type/I'mag
type ete) ea/Bold) e & icon
type
1 | Retail 100 1 Walmart Curtain type Line Mixed Etc
2 | Retail 100 2 Amazon.com Curtain type Font Single (Area) Arrow & Angle bracket
3 | Retail 100 3 The Kroger Co. Curtain type Line Single (Line) Arrow & Angle bracket
4 | Retail 100 4 Costco Curtain type Font Single (Bold) Arrow & Angle bracket
5 | Retail 100 5 |Walgreens Boots Alliance| Curtain type Background Single (Area) Arrow & Angle bracket Icon
6 | Retail 100 8 Target Curtain type Font Single (Line) Arrow & Angle bracket
7 | Retail 100 9 Lowe's Companies Mega drop Font Single (Line) Font Coloe
8 | Retail 100 | 12 Ahold Delhaize USA Mega drop Line Single (Line) No change
9 | Retail 100 | 13 McDonald's Mega drop Font Etc Arrow & Angle bracket Image
10 | Retail 100 14 Best Buy Curtain type Line Mixed Arrow & Angle bracket
11 | Retail 100 | 16 TK/maxxCompanies Mega drop Line Mixed No change
12 | Retail 100 17 Aldi Drop down Background Single (Line) No change
13 | Retail 100 18 Dollar General Drop down Font Mixed Arrow & Angle bracket
14 | Retail 100 19 H.E. Butt Grocery Drop down Line Single (Area) Arrow & Angle bracket
15 | Retail 100 20 Macy's Curtain type Line Mixed No change
16 | Retail 100 21 Dollar Tree Drop down Background Mixed Arrow & Angle bracket
17 | Retail 100 | 22 Verizon Wireless Mega drop Line Single (Line) No change
18 | Retail 100 | 23 YUM! Brands Drop down Etc Single (Line) Arrow & Angle bracket
19 | Retail 100 24 Kohl's Curtain type Background Mixed No change
20 | Retail 100 | 27 Ace Hardware Drop down Etc Mixed Arrow & Angle bracket
21 | Retail 100 28 Meijer Curtain type Background Mixed No change
22 | Retail 100 31 AT&T Wireless Drop down Background Mixed No change
23 | Retail 100 | 33 Nordstrom Mega drop Font Single (Line) No change
24 | Retail 100 | 34 Gap Mega drop Line Mixed No change Image
25 | Retail 100 37 Menards Curtain type Line Single (Area) Arrow & Angle bracket
26 | Retail 100 | 38 Chick—Fil-A Mega drop Etc Mixed No change Image
27 | Retail 100 39 PetSmart Curtain type Background Mixed No change
28 | Retail 100 40 Bed Bath & Beyond Mega drop Background Single (Coloe) Font Coloe
29 | Retail 100 41 L Brands Mega drop Line Mixed Etc
30 | Retail 100 | 42 Hy—Vee Drop down Line Mixed Arrow & Angle bracket
31 | Retail 100 47 O'Reilly Auto Parts Mega drop Background Single (Coloe) Arrow & Angle bracket Imﬁ goen&
32 | Retail 100 | 49 AutoZone Curtain type Font Single (Area) No change Icon
33 | Retail 100 | 55 Sherwin—Williams Mega drop Background Single (Coloe) No change Image
34 | Retail 100 | 61 ?ErgiailgeAiSrerF\?irccee Curtain type Font Mixed No change
35 | Retail 100 | 62 UltaSal;rrl;gCr;)ziréetics & Curtain type Background Single (Coloe) No change
36 | Retail 100 | 65 Wayfair Mega drop Background Mixed Arrow & Angle bracket
37 | Retail 100 | 72 Dillard's Mega drop Line Single (Area) Font Coloe
38 | Retail 100 | 75 Sears Holdings Drop down Line Single (Area) No change
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1. Menu Exposure| 2. Menu g;één?:%iiliizoi 3—2. Manipulation Guidance Ei rlgigign
Type Hierarchy Type . Device — Clickable Display P
Hover Interaction Method
No. List Rank Company ; Image
Mega drop/Drop Line/Font/Back Mixed/Single type/Icon
. ground (Color, . Font color/Arrow and angle
down/Curtain Transparenc Tyoe(Line/Color/Ar brackets/Mixed type/Imag
type e?c ) ¥ ea/Bold) e & icon
! type
39 | Retail 100 | 77 Sephora (LVMH) Mega drop Font Single (Line) Etc
40 | Retail 100 | 78 Ascena Retail Group Drop down Font Single (Area) Arrow & Angle bracket
41 | Retail 100 | 79 Williams —Sonoma Drop down Font Single (Line) Font Coloe
42 | Retail 100 | 83 IKEA Curtain type Font Single (Line) Etc Image
43 | Retail 100 | 85 Academy Mega drop Font Mixed No change Image
44 | Retail 100 | 87 Discount Tire Mega drop Font Single (Coloe) No change
45 | Retail 100 | 88 Saks Flfg] ?;’;E;e / Lord Mega drop Font Single (Line) No change
46 | Retail 100 91 Michaels Stores Drop down Line Mixed Arrow & Angle bracket
47 | Retail 100 | 93 Neiman Marcus Mega drop Font Single (Coloe) No change Image
48 | Retail 100 94 Defenzegeizznmlss. Mega drop Line Single (Line) No change
49 | Retail 100 95 Belk Mega drop Font Mixed No change
50 | Retail 100 | 96 Stater Bros Holdings Drop down Background Mixed Arrow & Angle bracket
51 | Retail 100 98 Signet Jewelry Drop down Line Single (Area) No change
52 | Retail 100 99 Shell Oil Company Mega drop Line Mixed No change
53 | Retail 100 | 100 Jack in the Box Mega drop Background Mixed No change
54 | Electronics | 11 Apple Store / iTunes Etc Background Single (Coloe) No change Tcon
55 | Electronics | 101 Dell Drop down Background Single (Area) No change Image
56 | Electronics | 103 Bose Drop down Line Single (Coloe) No change
57 | Electronics | 104 Xbox Drop down Background Mixed Arrow & Angle bracket
58 | Electronics | 105 LG Mega drop Font Single (Line) Arrow & Angle bracket Image
59 | Electronics | 106 Nintendo Mega drop Background Mixed Arrow & Angle bracket ImIaC g:n&
60 | Electronics | 107 Sony Mega drop Font Single (Coloe) Arrow & Angle bracket Icon
61 | Electronics | 108 HP Drop down Font Single (Area) No change
62 | Electronics | 109 JBL Mega drop Background Single (Coloe) No change Image
63 | Electronics | 110 Lenovo Mega drop Background Mixed No change
64 | Electronics | 111 ASUS Drop down Font Mixed No change
65 | Electronics | 112 Microsoft Surface Drop down Background Mixed Arrow & Angle bracket
66 | Electronics | 113 Skullcandy Mega drop Font Single (Coloe) Font Coloe Image
67 | Electronics | 114 Playstation Mega drop Etc Mixed Arrow & Angle bracket Icon
68 | Electronics | 115 Canon Mega drop Line Single (Coloe) No change
69 | Electronics | 116 GoPro Mega drop Background Single (Coloe) No change Icon
4. A4z wH7E W Ee By 7P oR ¢ W BE HiE
B 5 JEs BASH: YHow, guel Be 4% A
4.1 v AEHoolx /3 W, oo T5 &8st oS FHEshHs Wloltt o]
O %3 33 o= =] SO O E =)
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A= Uehd Zlo)th A AAF A= RS dele AR Ao &
- o] FzFE] o) 71 QAo E Q] E Ao = A= =
W &80z u7b W (Mega menu type) 7} | HEERNIL, fhrfe] B0 Aol F= A dhvlje]
(e} = T 3L = S =] -
46.4%% 718 i, olold =&tk (Drop down) e gFolA do] w7t AF e aeE Algehs
S I i ES e A e

29.0%, =X =(Spread) 23.2% <o & ebyith



416 HAEgEIAT 2198 A105

EETHE WAL 9w v 3 e Adel
W e g el kel WiirEu A ow BA
A Ageks Bl Wb A s 54
AL Belss Am 2 Aol ol HsIgla AF
el S udss] 2 BUAT 5 i 54S

K gl BESE 971 B

P N I
B3 i Ak S Wil sl viEel
et 3 A B ke ol AEH B
o FHaRE AF IS B8H0w AT
7] 919 RO R 71 B Al m Hglon, A%
7F Ao E Ae RAME AE 2l shtshtel
FE 5 o TR AT As) B8 F9E @
%

Table 2. Analysis results for menu types

Mega Drop Drop Down Spread Etc Total
32 20 16 1 69
MENU TYPE

Fig. 4. Analysis results for menu types
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Table 3. Analysis result of visual classification method
according to information hierarchy

Fonts BG Color Line Etc Total
23 22 20 4 69

VISUAL DIVISION OF MENU HIERARCHY

Fig. 5. Analysis result of visual classification method
according to information hierarchy
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Table 4. Analysis result of interaction for user manipulation

. . Text Text
Mix Line Color BG Color Bold Etc Total
29 14 13 11 1 1 69
INTERACTIONS FOR USER MANIPULATION
Text Bold Etc
1.4% 1.4%
BG
Color
15.9%

Fig. 6. Analysis result of interaction for user manipulation
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